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Abstract
The United States of America is a multicultural and multiracial place. Through the years, if there
is something that remains constant in this country, it continues to be the home of different
ethnicities and races, making it an interesting marketplace for corporations and brands to operate.
Understanding ethnic identities is crucial for corporations trying to connect with consumers on a
deeper emotional level rather than just transactional activities. Nowadays, consumers buy from
brands they trust, invest time researching corporations’ values and expect them to take stands on
important social issues that affect their communities. With the continuous rise of social media
platforms, globalization and cancel culture, brands have the opportunity to receive feedback in
real-time, opening a door for them to express their support or disagreement.

This research aims to explore the effectiveness of the language used in external communications,
including brand campaigns already launched targeting different ethnic groups, with a particular
emphasis on the Hispanic, Latino and Latinx communities. The final objective is to provide
recommendations on the appropriate use of ethnonyms in their marketing strategies while
authentically approaching their target market to generate brand affinity and long-standing trust.
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Introduction
Americans have always struggled to define race and ethnicity. Based on the latest U.S. Census,
which findings were unveiled in 2020, the U.S. is home to many races, with 204.3 million people
reported being White alone, 41.1 million people are Black or African American, 3.7 million are
American Indian and Alaska Native, 19.9 million people identified as Asian, and 689,966 people
identified as Native Hawaiian and Other Pacific Islander alone. The Hispanic or Latino
population, which includes people of any race is 62.1 million (U.S. Census Bureau, 2020).

After the social conflicts of 2020, including the Black Lives Matter protests across the country
and the Covid-19 pandemic, it seems that now not only do everyday citizens have trouble
describing each other, but corporations also have embarked on the quest of finding the proper
words to connect with their target markets.

Words such as Latinx, Brown, Black, Asian American, and Nonbinary, as well as abbreviations
such as P.O.C. (People of Color), BIPOC (Black and Indigenous People of Color), A.A.P.I.
(Asian Americans and Pacific Islanders), have gained attention and traction in recent years, and
are often used by progressive people, media and brands looking to showcase a more inclusive
language and as an indication of their willingness to become more educated in some essential
issues, such as social inequalities and diversity.

The internet changed everything. It changed the way we communicate and the way we interact
with each other. It also changed how brands interact with their target audience, opening their
eyes to a world of possibilities and new words to describe their consumers. These days, almost
5

every brand has a presence on social media, whether through their own channels or through
third-party endorsers that bring their brand to new eyeballs waiting to consume what they
advertise.

Consumers nowadays are more invested in associating themselves with brands that share similar
values and genuinely care about their communities. With the evolution of communication
channels and with social media leading, brands can get feedback in real-time whenever they
launch a product, program, or campaign. This creates an opportunity for two-way
communication that, when done effectively, can generate brand affinity and sales but could
trigger a meltdown when not executed correctly.

This research gives an overview of the history of some of the most used ethnonyms in the United
States and analyzes how current brands are using ethnonyms on traditional media and social
channels via social media posts and advertisements.

Oral history is a qualitative research method of recording and persevering oral testimonies about
the past concerning personal experiences, recollections, and reflections. Oral history in this
research allowed the researcher to prompt the participants to share details on their experiences
and ask questions according to what the participant was telling, thus obtaining more historical
data to analyze a specific group of individuals who identify themselves under the same
ethnonym. With the purpose of analyzing individuals’ past experiences where ethnonyms have
been used in communication strategies and their sentiment towards them, oral history was used
as the research method. Interviews were performed with four individuals from different genders
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and backgrounds to get their reactions to Hispanic, Latino and Latinx ethnonyms, to analyze
their knowledge between terms, and get their sentiment towards each of the terms and opinions
on whether or not brands are using them correctly.

Video advertisements were used as discussion prompters with the interviewees. The ads used in
this research were launched by three well-known broadcasters in the United States in the context
of Hispanic Heritage Month in 2021. Every year in September, many brands catering to the
Hispanic market (or looking to create a connection with them) launch campaigns to celebrate this
community. Hispanic Heritage Month has become a timely opportunity for corporations to
highlight the history of Hispanics in this country through creative advertising and has also
opened the door to showcase the diversity within their organizations. But how much does it
really matter to Hispanics to see terms such as Hispanic, Latino or Latinx in an ad? Is language a
determinant for the U.S. Hispanics when establishing brand affinity? This research analyzes the
role of ethnonyms in marketing strategies and how their use can impact the minds of consumers.
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Literature Review
Definition and Use of Different Ethnonyms
By definition, an ethnonym refers to a name used to refer to an ethnic group, tribe, or people
(Merriam-Webster, 2022). Examples of common ethnonyms used in the United States are
Latino, Hispanic, Black, African American, and Asian American, amongst others.

For many years, people in the U.S. have been using ethnicity and race interchangeably or as
synonyms, although these are two different concepts. The traditional scientific idea of race refers
to biological homogeneity as defined by a few phenotypical features. Ethnicity, on the other
hand, is more complex to define, as it can entail shared origins and social backgrounds than go
beyond biological factors. Professor Gabbert (2006) said there is not a general consensus on the
exact meaning of ethnicity, and it is often used in the U.S. “as a specific form of social
differentiation whereby actors use cultural or phenotypic markers to distinguish themselves from
others” (p. 85).

A good example of two ethnonyms that have been used interchangeably by the U.S. population
are the terms Hispanic and Latino, although their origins are different. According to Pew
Research, the term Hispanic made its official debut in the U.S. Census of 1980 after Mexican
Americans and other Hispanic organizations asked the federal government to collect data on U.S.
residents of Mexican, Puerto Rican, Cuban, Central American and South American descent. In
1990, the “Latino” term emerged after many felt that the term Hispanic was too close to Spain
and did not identify with it.
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The term Latinx has emerged to also describe the U.S. population of Central American and
South American descent in recent years. The term is used to describe people of Latin American
descent, but it is a gender-neutral or nonbinary alternative to Latina or Latino. The exact origin
of the term is unclear, but it gained substantial attention in 2016 after the shooting at an
L.G.B.T.Q. nightclub in Orlando, Florida.

In Spanish, the nouns have gender, which means that the majority of words describing person,
place, thing, or idea are either feminine or masculine and will end in “o” for masculine and in “a”
for feminine. When referring to a group of women, you would use the feminine subject “ellas”
and when referring to a group of men, you would use the masculine subject “ellos”. Now, this
changes when referring to a group of people composed of men and women, as the linguistic
normative says it defaults to the masculine subject “ellos” (Real Academia Española, 2005).

According to a research published by Pew Research Center on the use of the "Latinx term, "only
23% of U.S. adults who self-identify as Hispanic or Latino have heard of the term Latinx, and
just 3% say they use it to describe themselves, according to a nationally representative, a
bilingual survey of U.S.," (Noe-Bustamante, Mora, & Lopez, 2020 p.6). This is corroborated by
an even more recent study done by the American analytics and advisory company Gallup (2020),
which states, that most Hispanic adults (57%) say it does not matter to them which term is used,
though nearly one in four (23%) prefer Hispanic and 15% prefer Latino. Few expressed a
preference for Latinx (4%).
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Another example of two ethnonyms used interchangeably in the United States to refer to the
same ethnic group are Black and African American. Even though the usage of the term African
American was popularized in the 1980s by Rev. Jesse L. Jackson when he pointed out that to be
called black was baseless and to be called African-American has cultural integrity, there is
historical evidence of it being used in the early years of the United States. In 2015, researcher
Fred R. Shapiro discovered a printed reference in an anti-British sermon in 1782 that mentions
an anonymous "African American."

While the origins of both African-American and Black are different, there is no significant
difference in meaning. This is also translated to its interchangeable use and no preference by
Black Americans. According to research performed by Gallup (2021), “Most Black Americans,
58%, do not have a preference between the terms "Black" and "African American" when asked
which term they would rather people use to describe their racial group” (McCarthy & Dupreé,
2021).

Though language unites many cultures and is a key denominator in ethnic groups, with time it
has also evolved and adapted to diversity. In the English language, there is constant adaptation to
embrace inclusive terms. For instance, the word BIPOC was included in Merriam-Webster
dictionary’s 2021, the word Latinx was officially added to the dictionary in 2018, and since 2019
the pronoun “they” has expanded its usage to refer to a single person whose gender identity is
nonbinary.
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As cited in The New York Times on November 1, 2021, Thanh Nguyen, Professor of English,
American Studies, and Ethnicity at the University of Southern California, shared his opinion on
the longevity of inclusive language, comprising words such as Latinx and BIPOC: “Some of
these terms will endure, and some will not. But in the period where terms are new, we are still
undergoing a political struggle whose resolution is not yet determined, so the words themselves
become the site of conflict.” (Harmon, 2021)

While the Hispanic population is viewed as one heterogeneous group, there is diversity within
the group. Its members come from different racial and cultural backgrounds and differ in factors
such as ancestry, migration, history, education, and income. But something that remains as a
common denominator is the Spanish language and is often viewed as a way of keeping their
cultural and ethnic heritage (Altarriba & Santiago-Rivera, 2022). A study from Cervantes
Institute in Spain (2020), unveiled that there are 41 million people in the U.S. who speak
Spanish, making it the third country in the world with the most Spanish speakers.

According to the Center’s analysis of the U.S. Census Bureau (2017) data, the growth of
Spanish-speaking Hispanics has slowed. Among self-identified Hispanics, 61% of immigrants
are Spanish dominant, only 6% of the second generation is Spanish dominant and essentially
none of the third generation is Spanish dominant. While a small share of the U.S.-born Latinos is
Spanish dominant (51%), a larger share is bilingual. Regardless of the decline of Spanish use
across generations, there is a clear desire to preserve the language in the future. “Overall, 88% of
self-identified Hispanics and 64% of self-identified non-Hispanics with Hispanic ancestry say it
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is important that future generations of Hispanics living in the U.S. speak Spanish” (GonzalesBarrera & Lopez, 2017).

Research on ethnic/racial identities in the U.S.
In order to understand the importance of language for ethnic groups in the U.S., there is a need to
examine how these racial identities are being formed in this country. People that belong to a
racial group identify with each other because of their experiences, and the strength of their
identification is important when creating a sense of belonging. The American sociologist Herbert
Blumer mentioned that “One should keep clearly in mind that people necessarily come to
identify themselves as belonging to a racial group; such identification is not spontaneous or
inevitable but a result of experience. Further, one must realize that the kind of picture which a
racial group forms of itself and the kind of picture which it may form of others are similarly
products of experience.” (Blumer, 1958 p. 3).

Based on the 2020 data from the latest U.S. Census, 61.6% of all people living in the United
States are White, but this will change as population projections for 2060 showcase that White
(Non-Hispanic) will only comprise 36% of the population, positioning Hispanics as the second
ethnic group to have the majority of people living in the U.S. with 31%, and Blacks being the
third group with 16% of the population (U.S. Census Bureau, 2020).

In addition to a sense of belonging, the strength of identification with racial and/or ethnic groups
may have some psychological outcomes that could be related to trust (Stets & Fares, 2019).
Given racial/ethnic inequality, Blacks and Hispanics are less likely to report trust in others
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compared to whites. Some factors that can create distrust among Hispanics and Blacks are
experiences with discrimination, neighborhood inequality, and ethnic-racial socialization
(Coverdill et al., 2011; Hughes and Thomas, 1998; Smith, 2010).

Although U.S. Hispanics and Blacks have common social experiences, as well as share the same
language, there is the possibility that they have different feelings and express themselves
differently. “It is possible for two people to be equally highly identified with their group but has
very distinct ideologies about what it means to be a member of that group. Additionally, they can
have different feelings about their group and different beliefs regarding how others feel about
their group” (Sellers, 2003, p.1080). These differences should be considered when referring to
this group, especially in communications and marketing efforts, as it could trigger disbelief or
lack of trust.

Research Questions
This research will explore the effectiveness of the language used in external communications,
including brand campaigns already launched targeting different ethnic groups, with a particular
emphasis on the Hispanic, Latino and Latinx communities, and the role of ethnonyms in
marketing strategies. It will ask the following research questions:
1. How do brands approach the use of ethnonyms in their external communications to
genuinely connect with their target audience?
2. How much does it matter to Hispanics to see terms such as Hispanic, Latino or Latinx in
an ad?
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Research Method and Data
Oral history was chosen as the qualitative research method since the process allows the
researcher and participant to construct a narrative on the interviewee’s experiences over the years
with the Spanish language, Latino or Hispanic culture and their exposure to ads that targeted
them as a market using ethnonyms in their communications (Riessman, 2002; Sommer &
Quinlan, 2005).

This method was ideal in this research because, depending on interviewees' responses, the
researcher had the opportunity to tap on different questions or ask them to elaborate more on
their responses based on their experiences. Participants were asked questions that prompted them
to define the Hispanic, Latino, Latinx ethnonyms; to identify any difference between the term
and recall instances where they have heard or used these terms. During the interviews, three
different video advertisements displaying personalities of Latin American descent and featuring
ethnonyms to describe the Latin American population in the U.S. were utilized as additional
prompters. All three videos were in English, with the difference that a Fox commercial
showcased personalities that have been born in the United States and tend to appear in English
language media, HBO showcased personalities that were born outside and inside the United
States, which appear in both English and Spanish language media, and Telemundo showcased
personalities that were born outside and inside the United States but appeal to the dominant
Spanish Latinos. Note only HBO included people from the LGBTQ+ community.

Oral histories are particularly valuable when trying to understand the life experiences of a
minority group living in the U.S. and as participants in this research unveiled which type of
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scenarios, they have been exposed to the different ethnonyms that describe the Hispanic
community. “Telling someone’s story particularly through remembering key events and lived
experiences is a major goal for both the oral historian and for many qualitative research projects.
Thus, the oral history method, which has been underused in the field of education, at least may
now be considered a viable approach. This may allow for documenting the stories of women,
minorities, or any individual outside the power base and center of decision-making” (Janesick,
2007, p. 113)

The oral history interviews were performed with four individuals of Latin-American descent and
of different gender identities; one self-identified as a straight man, one self-identified as a gay
man, one self-identified as a woman, and one self-identified as a non-conforming/non-binary
person. Education level and age were also considered in this research; three of the individuals
had a graduate degree, and one had some undergraduate education. Three of them were born in
the U.S., while one was born outside of the U.S. They were all in the 30-35-year-old age range.
These specific individuals were invited to participate given their different experiences within
their Latino, Hispanic and Latinx communities.
● Participant 1 is a 33-year-old straight man who works as a police officer and did two
years of undergraduate studies. This person was born and raised in the U.S.
● Participant 2 is a 33-year-old gay man who works as a public relations professional and
has a master's degree. This person was born and raised in the U.S. territory of Puerto
Rico.
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● Participant 3 is a 34-year-old straight woman who works as a travel marketing
professional and has a master's degree. This person was born and raised outside of the
U.S.
● Participant 4 is a 30-year-old non-conforming/non-binary person who works in human
resources and has a master's degree. This person was born in the U.S. and was raised
between Peru and the U.S.

Once the interviews were finished, each interview was transcribed and then analyzed in order to
select the pieces of information that could reflect the importance of the language and visuals
used in these videos. Participants were asked for their consent verbally before starting each of the
oral history interviews, and they also signed a consent to use these findings for research
purposes.

Lastly, the same ads from Fox and HBO on the outlet’s social media pages were analyzed to
gather the overall consumer engagement and sentiment towards the language used and featured
personalities. Likes, comments, emojis, and shares were part of the analysis.
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Findings
The oral history interviewees were prompted to share how they described themselves regarding
gender and ethnicity, their level of knowledge and use of the terms Hispanic, Latino, and Latinx,
and how important it was for brands to acknowledge their heritage.

When asked about their interaction with the word Latinx, only two interviewees mentioned
they’d used it. Participant 4 credited their familiarity with the term to the environment they lived
in and mentioned a need to fulfill a gap that existed for non-gender-conforming people. “Latinx
stems from the original Latina and Latino that is commonly used in the Latin American
community, but Latinx came from a need to fill a gap, the gap being people who don't identify as
Latina or Latino. In fact, Latinx is evolving to a new word and is being used interchangeably,
which is ‘Latine’, so making use of the letter E instead of the X just because it sounds better, and
it doesn't sound too harsh to that ear. Personally, I use Latinx to describe myself in Englishspeaking environments. Now when I enter Spanish-speaking environments, I use ‘Latine’. I’m
more aware of the term Latinx because I tend to have a circle of friends who value the same
things I do or similar things that I value, which is diversity and equity inclusion. I work in human
resources, and we are always mandated or forced to be aware of laws and legislations that protect
minorities, or we have to be hyper-aware of protected classes; therefore, we must be aware of
any common terminologies associated with protected classes. Also, demographically speaking, I
live in a very cosmopolitan city and people celebrate diversity here, so it's very, very used.”

Participant 3 is also aware of the term, and while she has used it in the past, she feels pressured
to use it because of fear of being canceled or not labeled as someone who is inclusive. “To me,
the term Latinx is a term that people in the Latino, Latina, and Hispanic diaspora are using
17

nowadays, with the intention to be using a label that is more inclusive. Especially nowadays with
the changes in how people identify themselves with genders. As a person who speaks a lot to the
community and uses social media platforms to communicate with the Latino diaspora, especially
Peruvians, I learned that it was important to some of them to use this term because they didn't
identify themselves as Latino or Latina. But for me, Participant 3, I personally do denominate
myself as Latina. I do not consider myself Latinx because I don’t feel that it doesn't represent me
well, and it's more for people who are from the younger generation than I am and also for those
who feel that gender doesn't specifically represent them. I felt forced to be honest to use the term
Latinx during the Hispanic or Latino Heritage Month because, as I said, I communicate a lot with
the community through my social media platforms and there was a lot of advocacy for this word
and also the cancel culture and people raising their voice against those who do not use it because
they tend to say ‘They're being non-inclusive’, so because I'm trying to reach an audience and be
as much as inclusive as I can. I felt forced to use the term for my I.G. live, for my Instagram live
series that I did during that month.”

The other two participants have heard of the term but don’t use it or identify with it. Participant 2
mentioned that even though he has heard the term more frequently due to the industry in which
he works, he neither identifies himself as a Latinx or sees the term will last: “For me, it is a new
trend on how people are calling Latinos and it's not necessarily something that I see continuing
in the long term. I prefer to use Latino because I feel like the word Latinx is a trend and I don't
want to just jump in the trend of calling people Latinx. I want to keep using the same word that
has been used since I can recall, which is Latinos and Hispanics. I think the word Latino is
inclusive, even though it has a male connotation. I think that everyone knows that Latino could
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be used for both males or females, and I just don't want to jump on a trend that I think it's going
to pass.”

“I have never used that term. I don't feel that it applies to me. When somebody asks me what my
ethnicity is, I would just say I'm Hispanic. I was born in the US., but my parents are from South
America and that's it for me. At the same time, people want to be labeled Latinx, then might as
well label me with Hispanic”, said Participant 1.

Most of the participants cared more about brands acknowledging their heritage than the use of
Latinx in their ads. While none of the participants expressed a dislike to brands using Latinx,
three of them expressed indifference and understanding when brands use it, while only one felt
excitement when hearing it.

“I'm a little bit indifferent to brands using the word Latinx”, said Participant 2. “It doesn't bother
me when I hear it. But when it comes to a brand acknowledging my heritage, it's very important.
The older I get, the more I look for brands, companies, groups and people to who I can relate to.
I have all types of friends, but it's very important that from now on, especially because of
representation, to push our agenda because before, it was not recognized or seen. The way we
were portrayed before, it was not done correctly.”

Participant 3 felt that brands use the term Latinx because they are forced to and are not genuine
when using it. “To be honest, when I see a brand using the term Latinx, I feel that many are
doing it for the same purpose as I did during my Instagram live series. Like you have to do it,
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you feel forced that this is the new word and trendy denomination or label that is being used in
the diaspora, so you have to do it. But I understand because, as a brand, you have to go on the
wave that is happening right now, and at the same time, you try to reach as many people as you
can. But I feel ok because I understand why they do it. On the other hand, it is very important to
me that a brand acknowledges my heritage; that's crucial when I purchase brands. I think in the
last few years, we have been doing a lot of reflection on our representation. Many brands are
doing that nowadays, whether it is through their employees or because their product comes from
a specific place and represents the culture with respect. It makes me feel seen, it makes me feel
represented, it makes me feel respected and considered.”

Participant 1 also thought brands want to play in the safe zone by using the term Latinx “I don't
think it really pulls me either way. I understand that if the company wants to use the Latinx term
because they are just playing it safe, I don't blame them. I give them the benefit of the doubt.”
Also, Participant 1 didn’t express like or dislike for brands acknowledging this heritage, as he
pays more attention to the product itself rather than their marketing efforts. “It's 50/50 if a brand
wants to acknowledge my heritage. Sometimes when I feel like they're trying to target me, I just
feel like they're just doing it just to sell their services to me and they want me to buy their
product. I don't look at why they're targeting me. I just look at what they're offering and see if it's
best for me.”

On the contrary, for Participant 4, the only non-conforming/non-binary person of the
interviewees, it was more important for a brand to use the term Latinx versus acknowledging his
heritage. “If an advertiser or a brand uses the word Latinx versus Latino or Hispanic, it makes
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me feel happy, I feel seen. I feel like I want to buy whatever it is they're selling, or at least, if I
don't have the money, I will go up and say ‘What's this? Why are they so inclusive? Who are
they? Wow, they're woke.’ Yes, thank you for seeing me. But it's ok for a brand not to
acknowledge my heritage. It's not that important because not every brand should cater to
everyone. Every brand can’t cater to everybody, but if they have the money and are interested in
targeting my cultural group, they better use the Latinx word.”

During the oral history interviews, the four individuals saw three video advertisements from
three well-known T.V. broadcasters, which were launched in the timeframe of Hispanic Heritage
Month celebrations in 2021. The first video shown was Fox’s ad named “We are Latinx,” which
lasted a minute and thirty seconds. The second video shown was HBO’s ad titled “Moving
Pa’Lante,” which lasted a minute and forty seconds. The third video shown was Telemundo’s ad
called “Juntos Imparables,” which lasted 45 seconds.

After watching the ads, participants shared their feelings and opinions toward each video and
their emotions towards language use and the characters featured. They were asked about which
one was their favorite one, the reasons behind their decision and shared their thoughts on the
language and imagery used. When asked if they noticed a difference, only two called out the use
of Latinx vs. Latino or Hispanic.

As mentioned earlier in their interview, Participant 4 always looks for brands that use inclusive
terminology and while they did notice how terms were used in the different ads, they also looked
for representation in nonverbal forms, but rather in visual forms. “I did notice differences across
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the three videos and I did notice particular differences in terms of the words used from Hispanic
to Latino to Latinx. The first video (Fox) had Latinx all over, at least in written form, it was just
thrown at you, and it was verbalized to you a lot. The last video (Telemundo) used a lot of
Hispanics, I didn't hear a lot of Latinx. The middle video (HBO) I felt the most connected to in
terms of the shows, the characters, the Act, and the actors behind it. I know most of them are
queer in real life. I liked the HBO ad because the actors that they were using were Queer, and if
they were not Queer, they have been very vocal about being allies. I saw Bad Bunny there; I saw
actors that I know for sure are either lesbians, gays, queers, or trans. I saw a lot of trans
representation there.”

Participant 1’s favorite video was the Telemundo ad as, in his opinion, this one reflected the
history of Hispanic personalities rather than trying to push something new. “I preferred the
Telemundo ad. They were pretty straightforward and short. It didn't want to push anything new
to us. They were pretty much just reflecting on the past Hispanic artists and celebrities that were
either in our childhood or the future talents that are making into the Americana industry.” He
also noticed the change of terms in the Fox commercial and pointed out the lack of consistency
in language, as well as the broadcast's desire to introduce the term Latinx without giving any
context of its meaning or intention to use it in the ad. “The Fox video was very contradicting
because they were talking about Latinx. They kept using the word Latinx, but then the song they
chose said ‘We are Latinos .’So are we Latinos or we Latinx? They also haven't explained to us
who and who Latinx are. If you're trying to implement this new term to a lot of people, at least
have the commercial explain what Latinx is.”

22

The first thing Participant 3 pointed out was not the language used in the videos but rather the
characters, their relevance, aspect, and age. In her case, the ads from HBO and Telemundo were
her favorites due to their similarities to her in terms of race. “The HBO one talks to a younger
generation. The type of people they were shown in the video are more urban, so it definitely
speaks to a different type of crowd, but at the same time, I really like the narrative. It was
powerful, and it made me feel pride. That was my favorite one. I like the Telemundo ad. It felt
like it would talk to an older generation, but at the same time, they tried to reach younger people.
I like that the people they used as the main characters were people like me, regular people. The
Fox one was nice; I liked it too. It was more vibrant and fun and I felt like they portrayed more
like perfect Latinos, more on the wither side, very polished. Meanwhile, in the other two, it was
more real to me.” Then she continued to point out the language: “I noticed that in the first video,
for instance, they said, “Oh we try to represent the Latinx community” and then “Representamos
la Hispanic Familia” because I feel like everybody kind of understands that not everybody feels
represented by only one word right now. So, they're trying to navigate through all the words and
unify them so they can reach the majority of the audience they can.”

A keyword that was mentioned three times through the oral history interviews was the sense of
pride. While Participant 2 didn't mention anything about language, he did mention the
importance of character diversity in the ads overall, as well as the importance of big corporations
highlighting this community like never before: “HBO makes me feel proud because big
companies like them are now paying attention to how diverse we are. We are not only Mexico.
Now they're showing the diversity, the different nationalities, the different accents that the
different people and their stories. They're capturing that with the work they want to push and
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what they want to do. I think that the one from HBO reflected that. Fox did pretty much the
same. They were able to showcase different people from different backgrounds and very similar
to HBO, which is a big corporation. Fox, I think it's the biggest broadcasting company in the
U.S. if I'm not mistaken. The fact that they're now interested in pushing the Latino culture and
portraying the Latino community in their channels in a bigger way was really good. So that made
me feel proud as well.”

Participant 4 mentioned that while words are important, actions are more powerful for him. The
overuse of the word “Latinx” created a sense of hesitation: “There was a level of over-saturation,
over usage of the word Latinx in the Fox video that I was like ‘Are you overdoing it because
you’re overcompensating for underusing it in real life?’ Whereas I know HBO has a lot of
inclusivity and diversity in all their shows. Before you showed me these videos, you asked me a
question ‘If you walk around and you see an ad that says Latin X, what would you do?’ And I
said, ‘I would be curious to find out more.’ And I would; it will pull me in. It will make me feel
included, especially if I don’t know the brand. But in this case, I know the brand. I have a
relationship with it and even though they didn’t use the keywords, or the ethnonyms, I still felt
included. And that’s the challenge when you can make someone feel part of a family without the
need to tell them that you can just tell them through actions or through behaviors.”

Lastly, as part of the analysis of ethnonyms in social media, the same ads from Fox and HBO on
the outlet’s social media pages were analyzed to gather the overall consumer engagement and
sentiment towards the language used and featured personalities. The Fox We Are Latinx ad was
published on Fox’s Facebook on September 15th, 2021. The video has 176,000 reproductions.
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Out of the 23 comments, two comments were positive, 12 were neutral and nine were negative,
with 7 calling out the word Latinx as negative. In terms of emojis used, the post got 104 likes, 41
love, four laughs, one care and one angry emojis. Comments such as “Stop using Latinx. Stop
disrespecting the Latinos by telling us how to identify ourselves. We are Latinos”, “Latinx is the
worst concept ever created by people who want to be Latino or Latina”, This would not have
been horrible, if they didn't use the term "latinx.", “respeten pendejos de Fox, no somos latinx,
somos LATINOS!!! (respect assholes from Fox, we are not latinx, we are LATINOS).

The same video was published in Fox’s Youtube Fox’s Facebook on September 15th, 2021 (See
appendix). The video has 7,503,043 views and only 38 likes and the number of dislikes has been
hidden by the creator. It garnered 137 comments, with the majority having a negative sentiment.
Only 4 comments were identified as positive. Some of the comments include “There was a study
from last year or so that showed that 98% of us in the Hispanic / Latin American community do
NOT like the word LatinX.... WE HATE THAT FREAKING WORD!!!! In case that study isn't
enough to get the point across, you might want to check the Like / Dislike bar under this video
(HINT: there are A LOT more dislikes, which indicates most people here do NOT like the word
LatinX. We freaking HATE it!!! In case that doesn't get the point across, you might want to read
the rest of the comments under this video from others who HATE the word LatinX)”, “
Mexicans and South Americans We are of Aztec, Mayan and Inca descent I hated the word
Latino used for us but LatinX I mean come on!!!! This is way more annoying and Can’t you
woke people please stop acting like you have the right to speak for us and the rest of the world!”
and “We are not LatinX!!! We Latin Or Latinas.”
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In the case of the HBO Max, Moving Pa’lante ad on Facebook, it only garnered 317 views, six
likes, and 1 love emojis and two comments, which includes one negative and one positive. The
same video on Youtube garnered 5,277 views, 135 likes, and 14 comments, of which ten were
neutral, three were negative, and one positive.
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Contributions/Conclusion
The language will continue to evolve, and with change comes the opportunity to create new
terms and ethnonyms. As inclusion continues to be an important practice for companies, it is also
essential for corporations to recognize that even though a group of individuals may be of the
same ethnicity, their ideologies might differ from each other. Brands must understand that their
actions are as important as the words they use in an ad, and this will help them connect
assertively with their target market and create trust and brand affinity among them.

This research addressed two research questions regarding what brands should consider when
using ethnonyms and after the data analysis, it provides the following contributions:

First, audiences notice when brands use ethnonyms opportunistically. Consumers are
looking for consistency and pay attention to what companies are doing all year long, and not just
in a specific month. The Fox commercial proved that consumers are quick to identify
discrepancies in what is being said versus what is being done. The ad not only confused the
audience by using two ethnonyms at the same time, but it failed to provide a meaning of a new
ethnonym (Latinx) for many.

Brands seem to be tone-deaf to the use of the term Latinx, and they need to better understand the
nuances between the Hispanic and Latino communities. Even though the group has many similar
social experiences and might share Spanish as their first or second language, they could have
different ideologies. Traditional Hispanics or Latinos value language more, while Latinx are
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more open to inclusive language. Brands need to distinguish the type of audience they are
addressing within this community and adjust their language in their communication accordingly.

Second, if brands have not gained their trust first, terms do not matter to the Hispanic,
Latino, or Latinx communities. Visual representation is more important than words to this
community. Overuse of words like Hispanic, Latino and Latinx does not compensate for
underrepresentation on the screen. They understand brands want to connect with them, but words
are not enough to create a meaningful connection and they realize when brands are just through
words to appeal to them. The use of ethnonyms does not have a significant effect on creating
brand affinity with this community.

Hispanics are less likely to report trust than whites due to social issues they have to face;
therefore, gaining the trust of this market is harder. Trust will be built through actions and when
they see themselves truly represented on screen. This means understanding the complexities of
the Hispanic community and that not all Latinos are the same. While consumers do feel proud
that big corporations are paying attention to them as a market, there is still a need for diversity in
corporate communications.

Brands need to “walk the talk” all year round. While diversity and inclusion will continue to be
two key factors determining the connection between brands and consumers, there is a need to
recognize the difference within minority groups and modulate the message according to the
receiver. The context has to be provided for the Hispanic community before introducing new
words that can affect the language consumers inherited from their ancestors. Brands need to
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work to deliver a more genuine message that goes beyond ethnonyms; just as Participant 4 said,
“the challenge is when you can make someone feel part of a family without the need to tell them.
When you can just tell them through actions or behaviors”.
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Appendix
I.

Hispanic Heritage Month Ads in Social Media
A. Fox (2021), We Are Latinx, Youtube

B. Fox (2021), We Are Latinx, Facebook
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C. Pa’lante! HBO Max (2021), Facebook

D. Pa’lante! HBO Max (2021), Youtube
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